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EDITORIAL INDEX -1986 


Index of Marketing & Media Decisions, arranged by subject and 
content, and including feature articles, regular columns and departments. 


ADVERTISING AGENCIES 


Cable ad Scorecard — Report of billings 
and client activity in 20 top agencies in 
cable. Feb. p 100. 

Minority marketing: shades of grey — 
Major marketers are turning to specialist 
agencies to help them communicate with 
the growing black market. Mar. p 30; Up- 
date Oct. p 22. 

The media buying quandry — A faceoff 


ABBREVIATIONS 


ATSI As They See It 
Broadcast Beat 
Business-to-Business Special 
Creative Concepts 
Direct Marketing 
Debut 
Economic Eye 
Futures 
Freeze Frame 
Homework 





over the wisdom of in-house media buying. 
Mar. p 126. 

Agency outlook: Go for the ride — Fred 
Anschel of Dean Witter Reynolds sizes up 
the agency stock outlook. Apr. p 148. 
Taking it to the top in direct response — 
List of 15 direct marketing agencies ranked 
by the Direct Marketing Assn. May p 8. 
How HHCC bagged Bean — L.L. Bean 
account goes to Hill, Holiday, Connors, 
Cosmopulos of Boston. June p 8. 

Small world, isn’t it? — Review of the 


Letters 

Last Word 

Mediology 

On the Docket 

Print Beat 
Point/Counterpoint/Poll 
Sales Promotion 
Spring Special 

Tools of the Trade 
Update 
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recent mergers of large agencies. June p 
20. 

Productivity and the learning curve — 
If you can’t measure the effect of advertis- 
ing, how can you improve its productivity? 
June p 144. 

Welcome to Merger Avenue — Agencies 
are combining with other agencies to create 
bigger networks — but to whose benefit? 
July p 34. 

The world’s most unpretentious media 
department — At Lowe Marschalk the 
flash is left to the creative department. July 
p 44. 

Open house at promotion agencies — 
Lineup of major full-service agencies with 
promotion divisions. Sept. p 130. 
Advancing communications — Chiat/ 
Day’s new computer software package 
helps different departments to talk to each 
other. Sept. p 132. 

An ace in media buys — Levine, Huntley, 
Schmidt & Beaver shows how it interjects 
creativity into media planning and buying. 
Oct. p 83. 

The scanning horizons — Ad agencies and 
shelf space management — Graham Phil- 
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COVER SUBJECTS — 1986 


January Lorimar-Telepictures 


J. Solomon, ceo. 


February Weight Watchers 


March UniWorld Group, Inc. 


Byron Lewis, CEO. 


April Media’s Micro Age 


May Test Marketing 


C. Nielsen. 


Ice Cream Is Hot | 
Mark Stephens, president, Haagen-Dazs Co., Inc. 


June 


July 


August Media costs — 1987 


September Walt Disney Co. 


October Baby food fight 


Emma under siege 


November Media mergers 


December 





1986 Media All Stars 


Sc 8 la SRA Rs AS RR BESS A TR 


At Lorimar: Merv Adelson, ceo; Lee Rich, president. 
At Telepictures: Richard T. Robertson, exec vp; Michael 
Garin, president; David Salzman, vice chairman; Michael 


Gerald D. Herrick, ceo, Foodways National, Inc. 


Pearl Joseph, senior vp, Young & Rubicam 


J. Reginald Rhodes, Burke Marketing Services; Gian 
Fulgoni, Information Resources Inc.; Thomas Busyn, A. 


Lowe Marschalk’s media department 
Steve Segal, media director 


Michae! Eisner, chairman/ceo 


DDB Needham Worldwide — Page Thompson, Mike 
White, Jim Spero, Bob Mancini 





lips of Ogilvy and Mather and Alain Tessier 
of NabScan state their cases. Nov. p 120. 


AGENCY, MEDIA AND 
ADVERTISER PEOPLE 


Fifty-five years in print — Lionel Kauf- 
man retires after a long career covering 
print: his observations. Jan. p 48. 

Is your career on track? — Two recruit- 
ing specialists, William Heery and Simmy 
Sussman, outline points around which to 
measure career progress. May p 148. 

A matter of hours — Two agency man- 
agers discuss the flex-time tangle, while 
managers from among our readers present 
their views. June p 136. 

Claggett’s new clout — William Claggett 
leaves Ralston and joins with Herb Zeltner 
to form Media Management Associates. 
July p 12. 

Fitting in: The media job scene — It’s 
rough sailing for both entry-level and ex- 
perienced media people looking for work. 
Nov. p 34. 
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The 1986 Media All Stars — Recognition 
of nine individuals who have demonstrated 
what it takes to be a media professional 
today; plus eight others with promising fu- 
tures. Dec. p 33. 


BUSINESS PUBLICATIONS/ 
BUSINESS-TO-BUSINESS 


Through-the-book for the metalworking 
market — New effort at measuring trade 
magazines may lead to a truly syndicated 
study for the metalworking industry. Apr. 
p 150. 

Tensions over the trade press — Media 
Comparability Council disbanded. May p 
18. See also June p B45. 


Special Report — How business 
talks to business: 

The big picture — An overview of the 
state of business-to-business advertising. 
June p BI. 

Two agencies, two approaches — Meld- 
rum & Fewsmith and Korey, Kay & Part- 


February 1987 


ners share their thinking on b-to-b buys. 
June p B6. 

Few A-B-C’s for B-to-B — There is a 
talent and training crisis in the business-to- 
business media world. June p B14. 
Direct marketing, step by step — A 16- 
step approach to taking the direct route to 
reach business prospects. June p B22. 
More than pretty pictures — The new 
approach to corporate ad strategies and me- 
dia buys aims for measurable results. June 
p B34. 

Where to go for help — A researcher’s 
view of evaluating media options. June p 
B42. 

The fall of the MCC form — An overview 
of the reasons why the Media Compara- 
bility Council form [media fact sheet] was 
discontinued. June p B45. 

The biz publishing biz — James Kobak 
predicts trends for business publications. 
June p 138. 

Anything but business as usual — With 
the cost of publishing down, agencies ex- 
pect a cooling of trade cost trends. Aug. p 
93. 

Handle with care — A review of the mer- 
chandising options open to business book 
publishers and the cost of such plans. Sept. 
p 116. 

Focus on business magazines — James 
Kobak shares his picture of the business 
magazine environment — rate trends. Sept. 
p 134. 


“As They See !t”’ columns on 
business magazines: 

Wilma Epstein — Between the lines on 
publishers’ statements — They provide 
many insights if you understand them. 
Sept. p 94. 

Bob Fultz — What do you do after the 
rates are cut? — You may be getting much 
less than you bargained for. Nov. p 100. 


ee 
CABLE TELEVISION 


(Feature articles only — see subject 
index for lesser items.) 


Wired and waiting — Cable will pass the 
50% penetration level this year, with the 
$1 billion ad sales mark in sight. Feb. p 
78. 

1986 cable report card — How the ad- 
supported cable networks are expected to 
fare this year. Feb. p 82. 

Narrowcasting opens up — Cable is ex- 
panding its programing to win bigger num- 
bers in the rating game. Feb. p 84. 

Will PPV pay off? — Pay-per-view pro- 
graming is one answer to the pay-tv indus- 
try’s biggest problem — the VCR. Feb. p 
90. 
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Top 200 brands — July p 53 
Newspaper ad leaders — June p 49 


Advertiser-supported syndication — 
Jan. p 63 

Agency mergers — July p 34 

Alcoholic beverages — Jan. p 98 

Asian-American market — Oct. p 74 


Baby food — Oct. p 62 
Bans on advertising — Oct. p 44 
Black agencies/media — Mar. p 30, 
44 
Brandies, cordials, liquors —- Jan. 
p 98 
Business-to-business — June p 72 


Cable tv — Feb. p 78 
Cameras — May p 125 

Coffee — Mar. p 95 

Copiers — Nov. p 103 

Courier services — Aug. p 137 
Credit cards — Apr. p 132 





BRAND REPORTS AND SPECIAL FEATURES 


Daytime tv — June p 30 


15-second commercials — Feb. p 36 
Fruit juices — Sept. p 101 


Healthcare — Apr. p 96 
Hotel and motel chains — Oct. 
p 129 


Ice cream — June p 38 


Media All Stars — Dec. p 33 
Media Costs ’87 — Aug. p 34 
Media job scene — Nov. p 34 
Media merger puzzle — Nov. p 42 
Micro computers — Apr. p 34 


Scents and fragrances — Dec. 
p 111 

Sports equipment — June p 103 

Syndication — Jan. p 63 


Test marketing — May p 74 





Trucks, light — Feb. p 113 





The sky’s the limit — New advertiser- 
supported cable networks are springing up 
across Europe. May p 58. 

Must-carry compromise — The FCC con- 
siders cable’s must-carry compromise. 
June p 130. 


Monthly department — 
Freeze Frame: 
Mar. p 22 
Apr. p 30 
May p 34 
June p 28 


July p 30 
Aug. p 6 
Sept. p 8 


“As They See It” column 

on cable tv: 

Gene Willhoft — Determining funds, de- 
ciding the buys — A five-part plan for de- 
ciding the whys and wheres of cable 
funding. May p 109. 


Re AN RR I? 
CREATIVE CONCEPTS 


Making the most of 10’s — Swiss Air. 
Feb. p 32. 

Cool war maneuvers — Cold War copy 
concepts. Mar. p 26. 

Grace’s (W. R.) spot couldn’t be saved 
— Issues advertising. Apr. p 20. 

Snoopy meets Madison Avenue — Car- 
toon characters add warmth to advertising. 
May p 28. 

Sampling the great outdoors — IOA’s 
Obie awards. June p 24. 

Name that product! — Developing prod- 
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uct names. July p 10. 

The cinema sell — Advertising in theaters. 
Aug. p 24. 

When they’re young at art — Avant garde 
art in liquor ads. Sept. p 34. 

When the subject is sex — Addressing 
controversial subjects. Oct. p 32. 

How far is too far? — Censoring sexy 
advertising. Nov. p 24. 

Rewarding efforts — NAB’s Athena 
awards. Dec. p 24. 


DIRECT MARKETING 


Taking it from the top in direct response 
— List of top 15 direct marketing agencies 
ranked by the Direct Marketing Assn. May 
p 8. 

Direct marketing, step by step — A 16- 
step approach to taking the direct route to 
reach business prospects. June p B22. 

A nightmare for direct marketers — A 
course of action is planned to meet the 
threat of a complex of use [sales] taxes. 
July p 163. 

It looks like more of the same — With 
postage and paper under control, only in- 
flation is expected to affect this year’s direct 
marketing costs. Aug. p 123. 


Monthly department: 
Jan. p 8 May p 8 
Feb. p 28 June p 8 
Mar. p 20 July p 22 
Apr. p 10 Aug. p 22 


Sept. p 12 
Oct. p 20 
Nov. p 22 
Dec. p 22 


February 1987 


OO PN ee 
GOVERNMENT REGULATION 


The wagers of SIN — Details of the FCC 
case against Rene Anselmo and the SIN 
television network. Jan. p 14; Update Sept. 
p 26. 

Is the ad tax dead? — Wally Snyder ap- 
praises the ad tax that hangs over the in- 
dustry. Apr. p 136. 

D.C. tunes in on the dish use — Ann 
Lallande dishes up the talk on the satellite 
dish industry. Apr. p 138. 

The FCC’s sweeping broadcast changes 
— The FCC continues unabated in its effort 
to deregulate the broadcast scene. May p 
150. 

Must-carry compromise — The FCC con- 
siders cable’s must-carry compromise. 
June p 130. 

Sex and guilt by association — Playboy/ 
Penthouse form coalition to defend against 
Meese Commission on Pornography. July 
p 18. 

Judge one or judge all? — Pending leg- 
islation would give FTC power to judge 
whole categories of advertisements instead 
of one by one. Aug. p 150. 

The AAF angle on the tobacco ad ban — 
The AAF’s position on the Synar tobacco 
proposal and free speech in advertising. 
Sept. p. 121. 


Fashion fever — Fashion books have 
veered widely from their original format. 
Mar. p 72. 

Richer magazines — Prediction by Kevin 
Gruneich on the magazine marketplace. 
Mar. p 134. 

Is off-card on target? — Should magazine 
ad rates be negotiated? Two differing opin- 
ions. Apr. p 147. 

The big think small — Regional publish- 
ing’s strengths and advertisers’ segmented 
needs have led Time Inc. and Meredith to 
think small in their publishing plans. May 
p 40. 

Zap proof — Magazine publishers are 
showing interest in video versions of their 
publications. May p 49. 

Can publishers jump the hurdles? — De- 
spite some strengths, many factors are 
working against consumer magazine pub- 
lisners as they eye rate increases for 1987. 
Aug. p 83. 

Intro redux — Meredith Corp. under- 
writes guide to magazines launched in 
1985. Sept. p 4. 

The page-plus strategy — Until recently 
merchandising has been a dirty word among 
magazines. Sept. p 66. 

Handle with care — Nothing is for 
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nothing — Excessive merchandising is 
nothing more than blatant rate cutting. 
Sept. p 117. 


“As They See It” columns 

on magazines: 

Bonnie Barest — Advertorially speaking 
— Advertorials or special sections have dif- 
ferent values to sales and advertising de- 
partments and the advertiser. Jan. p 90. 
Gerry Eilers — Specialty magazines put 
more stock in trade — Trade advertising is 
becoming the forum for specialty maga- 
zines to enhance their images. Feb. p 127. 
Mary Ann Cunningham — Consumer 
magazines and the tobacco habit — A ban 
on tobacco ads would probably choke the 
life out of a number of publications. Mar. 
p 86. 

Gerry Eilers — Merchandising support: 
myth or opportunity? — All too often, me- 
dia reps miss the chance to really work with 
an agency with merchandising. Apr. p 110. 
Stephen Jacoby — Negotiating rates: 
What’s next ? — This movement may be 
undermining magazines. May p 110. 

Don Cole — Hidden reach — In the mag- 
azine world, reach is more of a variable 
than you might think. June p 92. 

Donna Campanella — Selling by the book 
— The ad trade press remains the most 
effective means to reach the ad profes- 
sional. July p 151. 

Michael Walsh — No such thing as a free 
lunch — You may be cutting more than 
rates when you negotiate a magazine space 
buy. Aug. p 132. 

Garfield Ricketts — Adding in edit — An 
approach to evaluating a magazine’s edi- 
torial package with a CPM analysis. Sept. 
p 88. 

Jean Connolly — How to ask for more — 
Merchandising, circ guarantees and posi- 
tioning are ways to justify rates. Oct. p 122. 
Don Cole — Another view: rate base cuts 
— Inflated rate bases are like overfed stom- 
achs — they turn to flab. Nov. p 89. 
John Ryan — Whither magazines? — 
Dwindling ad revenues and diverted read- 
ership have hurt magazines. Dec. p 98. 


Braun builds its brawn — In an attempt 
to carve out a bigger piece of the U.S. 
market, this appliance manufacturer relies 
on tv. Jan. p 58. 

Shape up! — Weight Watchers undergoes 
a vigorous campaign to recapture an op- 
portunity lost to competition. Feb. p 54. 
‘*Molecule io the marketplace’? — 
Chesebrough-Pond’s is using Stauffer 
Chemical Co. as an R&D facility to de- 
velop new products. Feb. p 70. 


Minority marketing: shades of grey — 
Major marketers are turning to specialist 
agencies to communicate better with the 
growing black population. Mar. p 30. 
Media with a mission — An overview of 
what’s available in major, regularly sched- 
uled national black media. Mar. p 44. 
From soup to soup — After years of sim- 
mering, sales are bubbling as new products 
make a splash. Mar. p 60; Update Oct. p 
24. 

The UK discovers financial PR — U.K. 
companies explain themselves to investors. 
The result: a booming market for PR firms, 
agencies and newspapers. Mar. p 66. 
Feverish marketing in open season — 
How healthcare companies are vying for 
federal employees’ business. (OD), Mar. p 
128. ' 

Advertising and gender response — 
Males and females differ in how they judge 
the information conveyed in advertising. 
(LW), Mar. p 136. 

Kodak: A rough sail — Kodak has hit 
stormy seas and is counting on a range of 
new products to change its fortunes. Apr. 
p55. 


THE MEDIA ALL STARS — 1986 
(Issue of December 1986) 


Media director: Michael D. Moore, 

DMB&B — p 34 
Star Watch: Stephen Farella, 
Ammirati & Puris 

Associate media director: John 

Belfiore, BBDO International — p 43 
Star Watch: Mary Ann Cycyota, Leo 
Burnett, Chicago 

Network negotiator: Alice 

Greenberg, Ogilvy & Mather — p 49 
Star Watch: John Dailey, Foote, 
Cone & Belding, Chicago 

Local broadcast: Barbara Hughley, 

Ogilvy & Mather, New York — p 55 
Star Watch: Pat Spilker, Backer & 
Spielvogel 

Print: Loretta Volpe, SSC&B — p 61 
Star Watch: Steve Lanzano, Ogilvy 
& Mather 

Radio: Joanne Taub, Grey 

Advertising — p 69 
Star Watch: Jerry Riemer, DMB&B, 
Atlanta 

Cable: Suzanne Shawn, Campbell- 

Ewald — p 76 

Out-of-home: John Miller, Young & 

Rubicam — p 79 
Star Watch: Kenneth Winkelman, 
DMB&B, St. Louis 

Media research: Kevin Killion, DDB 

Needham Worldwide, Chicago — p 85 
Star Watch: Alice Sylvester, JWT, 
Chicago 











See spot jump — Advertisers’ growing in- 
terest in regional marketing is a main con- 
tributor to the national spot tv squeeze. 
Apr. p 65. 

Healthy competition — Profiles of two of 
the largest healthcare companies (Humana 
Inc. and Hospital Corp. of America) who 
are leading the charge into consumer mar- 
keting. Apr. p 96. 

Piecing together a fragmented market — 
There is both danger and opportunity in 
market fragmentation. (LW), Apr. p 160. 
The sky’s the limit — New advertiser- 
supported networks are springing up across 
Europe. May p 58. 

Test marketing’s star wars — Three com- 
panies — Information Resources Inc. 
Burke Marketing Services and A. C. Niel- 
son — are vying to attain leadership in the 
test marketing field. May p 74. 

How to avoid test marketing traps — Ten 
points from Campbell’s marketing pi- 
oneers. May p 90. 

How to pick the best new product lab- 
oratory — Ira Weinblatt of DFS explains 
how. May p 92. 

UPC: Super spy — After a decade of 
promise, Universal Product Code and scan- 
ners are living up to their billing. May p 
96. 

Who does what in scanning — List of 
research services using electronic scanning 
equipment. May p 97. 

Unlocking the grid’s secrets — Foote, 
Cone & Belding’s Grid can help determine 
whether an ad strategy can cross national 
boundaries. (TT), May p 152. 

The failure of marketing programs — 
One way to avoid marketing pitfalls is to 
test. (LW), May p 160. 

Who’s taking a licking? — Suddenly, the 
former friendly ice cream market has been 
turned into a high-stakes marketing strug- 
gle. June p 38. 

States of travel — What the individual 
states are doing to attract the new domestic 
tourist. June p 73. 

American Motors steps on the gas — 
Vroom, Vroom — Its best efforts to date 
haven’t been enough to pull the AMC/Re- 
nault alliance into the passing lane. July p 
125. 

The marketing explosien — Victor Buell 
of the University of Massachusetts sizes up 
the explosion of marketing in the 1980's. 
(LW), July p. 176. 

When they’re young at art — Mixing li- 
quor with avant garde art is one way of 
generating an image. (CC), Sept. p 34. 
Getting Discovered — Sears is finding out 
that it is easier to get the credit cards out 
than it is to get them used. Sept. p 45. 

Hi ho, hi ho — It’s a wonderful world 
at Disney — A view of what Michael Eis- 
ner and Team Disney are doing to keep that 
smile on Mickey’s face. Sept. p 52. 


103 





Goya crosses all the borders — America’s 
largest Hispanic-owned food manufacturer 
provides a textbook example of how to ad- 
dress a segmented specialty market. Sept. 
p 78. 

When the subject is sex — Madison Av- 
enue’s approach to controversial subjects is 
getting more sophisticated. (CC), Oct. p 
32. 

After the ban — Just how will tobacco and 
liquor advertisers get the attention of con- 
sumers? Some experts offer their opinions. 
Oct. p 44. 

High stakes at the high chair — Gerber 
has seen its share dip in the baby food mar- 
ket. How will it react? Oct. p 62. 
Trailblazing in Asian markets — The 
Asian-American market may be growing 
but it is still small. While important to 
some, :‘ :5 hard to reach. Oct. p 74. 
Target: “panish commercial copy — 
Market Development Inc. has introduced a 
copy analysis service for Spanish-language 
advertisers. (TT), Oct. p 154. 

Dannon’s culture coup — The besieged 
yogurt leader has upped its share of market 
by giving competition a taste of their own 
tactics. Nov. p 59. 

Stalking walking — Sporting shoe man- 
ufacturers are convinced there is a market 
for walking shoes. How to persuade Amer- 
icans is another question. Nov. p 74. 

The scanning horizon — Ad agencies and 
shelf-space management; Graham Phillips 
of Ogilvy & Mather and Alain Tessier of 
NabScan state their cases. (PCP), Nov. p 
120. 


Marketing successes of 1985: 


All American Gourmet Co. 
(Budget Gourmet) 
Pepsi’s Slice 
Sunbeam’s Oskar 
Reebok International 
Miami Vice 
The Gap Inc. 
Revlon 
Sony compact disc players 
Team Xerox 
Coleco Industries 
(Cabbage Patch Kids) 
Chrysler Le Baron/ 
Dodge Lancer 
American Airlines 


SS p 14 


SS p 23 
SS p 29 
SS p 34 
SS p 41 
SS p 47 
SS p 53 
SS p 62 
SS p 71 


SS p 76 


SS p 83 
SS p 91 


“As They See It’’ columns 

on marketing: 

Donna Campanella —- The shortsighted 
shortcut — Media reps are taking the path 
of lease resistance by going direct to the 
client. Feb. p 132. 

John Michelet — CPA — Certified Profes- 
sional Advertiser? — Isn’t it about time that 
the advertising industry established a code 
of ethics and an accreditation system? Apr. 
p 108. 
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Larry Kelley — The remaking of the me- 
dia woman — Women in the work-a-day 
world have led to changes in media and 
media usage. May p 118. 

Gerald J. Eilers — Snuffing out the media 
blues — It’s ironic but research is seen as 
the way to bring creativity to media. Oct. 
p 110. 

Larry Kelley — The genetics of targeting 
— Using dominant traits to define a target 
can have an effect on the choice of day- 
parts. Nov. p 88. 


Brand Reports — 1986 


Brandies, cordials, liqueurs 
Light trucks & vans 
Coffee 

Credit cards 

Cameras 

Sports equipment 
Courier services 

Fruit juices 

Hotel and motel chains 
Copiers 

Women’s fragrances 


Jan. p 98 

Feb. p 113 
Mar. p 95 

Apr. p 117 
May p 125 
June p 103 
Aug. p 137 
Sept. p 101 
Oct. p 129 
Nov. p 103 
Dec. p 111 


MEDIA BUYING 


How national is national network tele- 
vision? A network buy does not necessarily 
mean 100% coverage of the U.S. (Banks 
— ATSI), Jan. p 86. 

Buying radio: A primer — National, spot, 
unwired: how then can be bought and why. 
(McGuire — ATSI), Jan. p 92. 

A 15-second time bomb — The stand- 
alone 15: What is this innovation going to 
do to the investments in other media? Feb. 
p 36. 

The time for alternatives — Alternatives 
to network prime time tv can be every bit 
as effective as a network buy, at less than 
half the cost. (Martin — ATSI), Feb. p 129. 
Media with a mission —- An overview of 
what's available in major, regularly sched- 
uled national black media. Mar. p 44; retort 
May p 24 (Let). 

Kicking around — The annual convention 
for tv programing execs produced few 
signed, sealed and delivered deals, but 
don’t think barter is over. Mar. p 52. 

The media buying quandry — David 
Martin of Strohs and Gordon Link of 
McCann-Erickson face off at the wisdom 
of in-house media buying. (PCP), Mar. p 
126. 

A target by any other name — Couponers 
are learning the targeting game. (SP), Mar. 
p 130. 

Media’s Micro Age — The personal com- 
puter is beginning to live up to its promise 
as a media buying tool. Apr. p 34. 
AT&T’s challenge to newspapers. (PB), 
May p 17. 


February 1987 


The big think small — Regional publish- 
ing’s strength and advertisers’ segmented 
needs have led Time Inc. and Meredith to 
think regional. May p 40. 

Zap proof — Advertising on video cas- 
settes still manages to intrigue marketers 
and publishers. May p 49. 

Run don’t walk — With many getting in 
the Yellow Page business, advertisers are 
concerned that the medium’s effectiveness 
will be diluted. May p 65. 

Guarantees: Who gives? Who gets — 
Guarantees in advertising time and space 
buys may not be all they seem. (Banks — 
ATSD), May p 107. 

Determining the fund, deciding the buys 
— A five-step plan for deciding cable buys. 
(Willhoft — ATSI), May p 109. 

How much frequency? — It’s time for a 
change in thinking regarding frequency lev- 
els. (Lippman — ATSI), May p 116. 
Two agencies, two approaches — Meld- 
rum & Fewsmith and Korey, Kay & Part- 
ners share thinking on b-to-b buys. June p 
B6. 

More than pretty pictures — The new 
approach to corporate ad strategies and me- 
dia buys aims for measurable results. June 
p B34. 

The data distribution debate — Simmons 
and Mediamark Research are bypassing the 
on-lines and distributing their data them- 
selves. (TT), June p 132. 

Welcome to Merger Avenue — How will 
media buying be affected by the recent 
wave of agency mergers? July p 34. 
Media planning: The measurement .. . 
gap — There’s more to planning than 
crunching numbers. Consider the qualita- 
tive aiigle. (Phelps — ATSI), July p 148. 
A model investment — A media planning 
model can take some of the guesswork out 
of planning a media strategy. (Martin — 
ATSI), Sept. p 87. 

Adding in edit — An approach to evalu- 
ating a magazgne’s editorial package and 
then incorporating the results into a CPM 
analysis. (Ricketts — ATSI), Sept. p 88. 
Finding a fit for :15’s — Three strategies 
for making the most of :15’s in an overall 
tv campaign. (Brav — ATSI), Sept. p 90. 
Between the lines on publishers’ state- 
ments — They offer many insights to those 
who can read between the lines. (Epstein 
— ATSI), Sept. p 94. 

Reps rap the direct deal — When tv sta- 
tions and buyers talk, their ad reps can get 
left in the dark — minus a commission. 
Oct. p 55. 

Risky business — Levine, Huntley, 
Schmidt & Beaver shows how it interjects 
creativity into media buying. Oct. p 83. 
Snuffing out media blues — It’s ironic, 
but research is seen as the way to bring 
creativity to media. (Eilers — ATSI), Oct. 
p 110. 
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Commercials in context — Robert Pitts 
of DePaul University writes about the ef- 
fects of program content on ad messages. 
(LW), Oct. p 176. 

Enter the rate disk — That’s what Hearst 
Corp. added to its paper rate cards for pack- 
age buys. Nov. p 67. 

The quality tv buy — You can sell dia- 
monds over tv if you use VALS and PRIZM 
to select programs for the target audience. 
(Gatto — ATSI), Dec. p 104. 
Geo-demographics and the tv buy — A 
formula to help make radio and tv buying 
more efficient. (TT), Dec. p 146. 


be Se eS aA A Ce 
MEDIOLOGY 


How national is network television? — 
A network buy does not necessarily mean 
100% coverage of the U.S. (Banks), Jan. 
p 86. 

What’s the good of bad-mouthing tv? — 
Instead of discrediting tv, print and radio 
should spend their money defining their 
own advantages. (Papazian), Feb. p 126. 
A lever for results — Franchisees play an 
important part in a company’s advertising 
efforts. (Kirk), Mar. p 85. 

Zapping — Zapping is a very real problem, 
but all the hype is not helping. (Papazian), 
Apr. p 103. 

Guarantees: Who gives? Who gets? — 
Guarantees in advertising time and space 
buys may not be al! they seem. (Banks), 
May p 107. 

The frequency fracus — Effective fre- 
quency questions still remain unanswered. 
(Papazian), June p 85. 

‘Creative media ... creative what?” 
No, the phrase ‘‘creative media’’ need not 
be an oxymoron. (Irving), July p 141. 
People meters: Pawns in bigger game — 
With people meters, the best approach is a 
cautious one. (Papazian), Aug. p 129. 

A model investment — A media planning 
model can take some of the guesswork out 
of planning media. (Martin), Sept. p 87. 
Reservations about single-source — Ac- 
cord isn’t necessarily reached by the mar- 
riage of people meters and scanner data. 
(Papazian), Oct. p 104. 

Tv pricing — Favorable pricing for net- 
vork tv presents an opportunity to gain fur- 
ther leverage. (Kaatz), Nov. p 83. 

How to have more fun writing a media 
plan — Agency people should work more 
closely with the client. (Hayes). Dec. p 91. 


Reflecting media training — W.B. Doner 
and Bozell & Jacobs defend their media 
training practices. (Let), Feb. p 22. 
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Media’s Micro Age — The personal com- 
puter is beginning to live up to its promise 
as a media department tool. Apr. p 34. 
Media’s primary numbers — Revicw of 
the major media data sources. Apr. p 40. 
The world’s most unpretentious media 
department — Media director Steve Se- 
gal, Lowe Marschalk, chooses to leave the 
flash to the creative department. July p 44. 
“Creative media. . . creative what?’’ — 
There has always been a great deal of crea- 
tivity in media departments. (Irving — 
ATSI), July p 141. 

Fitting in: the media job scene — It’s 
rough sledding for both entry-level and ex- 
perienced pros looking for work. Nov. p 
34. 

The media merger puzzle — The media 
leaders of the merged DDB Needham 
Worldwide were determined to use the 
change to advantage. Nov. p 42. 


Airborne Freight Corp. — Aug. p 137 
All American Gourmet Co. — SS 
p 14; Oct. p 36 
American Airlines — SS p 91 
American Express/Val Pak — July 
p 22 
American Motors Corp. — July 
p 125 
Arbitron Ratings/Radio — Nov. p 52 
Audit Bureau of Circulations — Apr. 
p73 


Banana Republic — SS p 47 
BBDO Special Markets — Mar. p 30 
L.L. Bean Co. — June p 8 
Beech-Nut Nutrition Corp. — Oct. 
p 62 
Best Western International — Oct. 
p 129 
Birch Radio Ratings — Nov. p 52; 
Dec. p 136 
Braun Appliances — Jan. p 58 
BSN Group — Nov. p 59 
Budget Gourmet — SS p 14, Oct. p 
36 
Burke Marketing Services — May 
p 74 
Burrell Advertising — Mar. p 30 


Cabbage Patch Products — SS p 76 
Campbell Soup Co. — Mar. p 60; 
May p 90 
Canon USA — Nov. p 103 
Castle & Cooke — June p 46 
CBS Television Network — Jan. 
p 84 
Chiat/Day — Sept. p 132 
Chesebrough-Pond’s — Feb. p 70 
Chrysler Corp. — SS p 83 
Coleco Industries — SS p 76 





Shoot-out on Lafayette Boulevard — 
Knight-Ridder’s modernization of the Free 
Press and Gannett’s purchase of the News 
are stirring up the fight between the two 
Detroit dailies. Feb. p 62; Update May p 
20. 

Auditing the auditors — Some members 
claim that the Audit Bureau of Circulations’ 
rules have outlived their usefulness. Apr. 
p 73; Update Nov. p 30. 

AT&T’s challenge to newspapers. May p 
NT: 

New ideas on newspaper positions — 
Newspapers are responsive. (PB), May p 
17: 

1985 brand leaders in newspapers. June 
p 49. 


ADVERTISER/AGENCY/MEDIA CASE HISTORIES 


Dannon — Nov. p 59 

Days Inns — Oct. p 129 

DDB Needham — Nov. p 42 
DHL Worldwide — Aug. p 137 


Eastman Kodak Co. — Apr. p 55 
Emery Worldwide — Aug. p 137 


Federal Express — Aug. p 137 

Fox Broadcasting Co. — Sept. p 39; 
Nov. p 127 (BB) 

Frusen Gladje — June p 38 


Gap Inc. — SS p 46; Sept. p 26 

General Mills — Jan. p 74 

Gerber Products Co. — Oct. p 62 

Gift-Pax — Oct. p 20 

Glidden Coatings & Resins — June 
p B6 

Goya Foods Inc. — Sept. p 78 

W.R. Grace Co. — Apr. p 20; June 
p 128 (BB); Sept. p 120 (BB) 


Haagen-Dazs — June p 38 

Harris/3M — Nov. p 103 

Haworth, Inc. — June p B6 

Hearst Corp. — Nov. p 67 

Hill Holiday Connors Cosmopulos — 
June p 8 

Hilton Hotels — Oct. p 129 

H. J. Heinz & Co. — Oct. p 62 

Holiday Corp. — Oct. p 129 

Hospital Corp. of America — Apr. 
p 96; June B41 

Humana Inc. — Apr. p 96 


International Harvester — June 
p B35 

Information Resources, Inc. — May 
p 74 
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The sun hasn’t settled on Dallas — Cir- 
culation and ad gains may put the Morning 
News ahead of the Times-Herald, but plan- 
ners keep buying both. July p 132. 

A clash over how much is too much? 
Publishers are caught between mounting 
costs to upgrade their medium and stubborn 
resistance from buyers. Aug. p 101. 

The Simmons/Scarborough split — Will 
the split leave newspapers orphans in the 
mixed-media planning process? Oct. p 93. 


“As They See It’’ columns 

on newspapers: 

Linda Rhault — Rating the rate card — 
Newspapers need to become more market: 
ing oriented in the area of rates and pricing. 
Jan. p 90. 

Stephen Jacoby — How to get something 
extra — The use of supplements and spec- 
ialized editorial sections can add an effec- 


King World Productions — Jan. p 85 
Konica Cameras — Nov. p 103 
Korey, Kay & Partners — June p B6 
Kraft, Inc. — Jan. p 74 


L3 — Oct. p 74 

Levine, Huntley, Schmidt & Beaver 
— Oct. p 83 

Thomas J. Lipton Co. — Mar. p 60 

Lorimar-Telepictures — Jan. p 40; 
June p 22 (UD) 

Lowe Marschalk — July p 44 


Marriott Corp. — Oct. p 129 
J. P. Martin Advertising — Mar. p 30 
Meldrum & Fewsmith — June p B6 
Meredith Corp. — May p 40 
Metropolitan Life Ins. Co. — Oct. 

p 74 
Miami Vice — SS p 41 
Minolta — Nov. p 103 
Mita — Nov. p 103 
Motel 6 — Oct. p 129 


National Business Network — May 
p 140 

Navistar — June p B34 

A.C. Nielsen Co. — May p 74 


Omnicom — Nov. p 42 


Pepsi Cola Co. (Slice) — SS p 23 
Perception Research Service — 
Feb. p 6 
Prime Motor inns — Oct. p 129 
Purolator Courier Corp. — Aug. 
p 137 


Quality Inns International — Mar. 
p 85; Oct. p 129 


tive twist to the newspaper buy. Feb. p 131. 
Frank Hajek — The rate differential — 
The Wichita Eagle-Beacon eliminated its 
rate differential, but it’s only a drop in the 
bucket. Mar. p 90. 

Debbie Solomon — Trends in newspaper 
readership — Newspaper readership con- 
tinues to decline; demo and geo statistics. 
Apr. p 105. 

Jack Cohen — The dollars & sense of 
national ad rates — It has been said before: 
Close the differential gap. May p 119. 
Gerald J. Eilers — More than just a promo 
vehicle — It’s up to the agency to get this 
across to the client. June p 92. 

Lori Greenberg — Learning to market — 
The medium must keep tuned to changes 
to build and maintain readership. July p 
144, 

Don Cole — Great medium, invisible sales 
reps — Newspaper reps remain mysteri- 


Quaker Oats Co. — Feb. p 148 


Ramada Inns — Oct. p 129 
Ricoh — Nov. p 103 

Reebok International — SS p 34 
Remy Martin — Oct. p 74 
Rockport Co. — Nov. p 74 


San Francisco Film Festival — Sept. 
p12 

Savin — Nov. p 103 

Scan American — May p 96 

Scarborough Research Corp. — Oct. 
p93 

Sears Roebuck & Co. — Sept. p 45 

Sharp — Nov. p 103 

Sheraton Hotels — Oct. p 129 

Simmons Market Research — Oct. 
p 93 

Sony Corp. of America — SS p 62 

Stauffer Chemical Co. — Feb. p 70 

Sunbeam’s Oskar — SS p 29 


Target Vision — Nov. p 8 
Time Inc. — May p 40 
Toshiba — Nov. p 103 
TRW, Inc. — June B38 


United Parcel Service — Aug. p 137 

Uniworld Group Inc. — Feb. p 6; 
Mar. p 30 

U.S. Postal Service — Aug. p 137 


Walt Disney Co. — Sept. p 52 

Weight Waichers — Feb. p 54 

Wichita Eagle-Beacon — Mar. p 90 

Wunderman, Ricotta & Kline — June 
B22 


Xerox Corp. — SS p 71; Nov. p 103 








ously mute. Aug. p 129. 

Jack Cohen — The future is now — Some 
words and suggestions to the industry’s Fu- 
ture of Advertising Committee. Sept. p 98. 
Mari Campbell — Newspaper advertising 
twenty years from now — Three areas — 
rates, circulation and reproduction — will 
show change for the better. Oct. p 116. 
Frank Hajek — Position positive — 
Newspaper positioning is a frustrating area. 
Nov. p 98. 

Margaret Rosser — USA Today, yester- 
day and tomorrow — Despite doubts, it is 
proving to be a winner. Dec. p 108. 


NE DIRE RIERER 6 
OUTDOOR/OUT OF KOME 


Outdoor obsession — Patrick Media 
Group, Scranton, Pa., is now the largest 
outdoor advertising company in the U.S. 
(PRO), Mar. p 4. 

Sampling the great outdoors — Outdoor 
advertising’s big creative winners this year 
are literally busting off the boards. Obie 
Awards. (CC), June 24. 

The race gets going for new business — 
New strategies and creative options are 
helping outdoor offset liquor and tobacco 
losses. Aug. p 110. 

On the boards — Change is the constant 
in the outdoor industry. (EE), Nov. p 134. 


“As They See ii’’ columns 

on outdoor: 

Dick Briggs — Distribution is sti!l the key 
— Why can’t the outdoor industry correlate 
with relevant information on their inven- 
tory? Jan. p 88; Apr. p 32 (Let). 

Judith Monosson — New users, new uses 
— The medium is getting a breath of fresh 
air from new technologies and new users. 
May p 121. 


“As They See It” columns 

on people meters: 

Steve Singer — 1986: The year of the peo- 
ple meter — There can be little doubt that 
they generate more accurate ratings. June 
p 88. 

Steve Singer — Old friends may not be 
golden — The new measurement device 
offers many advantages over diaries. Oct. 
p 124. 


Format for change — All signs point to 
the aging of the radio audience, except the 
formats available to this group. Apr. p 85. 
The FCC’s sweeping broadcast changes 
— The FCC continues unabated in its ef- 
forts to deregulate. (OD), May p 150. 
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PRO FILES 


Valentine Appel 
Steve Auerback 
Jay Billie 

Betsy Carter 
Edward W. Carter 
Florence Friedman 
Richard Hogan 
Ellen Hulleberg 
Gerard P. Joyce 
Byron Lewis 
Michael Mallardi 
Julie Lewit Nirenberg 
James Patterson 
Lance R. Primis 
Richard Rogers 
Clare Simpson 
William Singleton 
Dennis Swanson 
Leslie Whitney 
James R. Wilson 
Elliot C. Young 


INTV 





Ted Bates Worldwide 
Ally Gargano/MCA 

J. Billie Associates 
New York Woman 
U.S. Sprint 
SSC&B:Lintas USA 


McGavren Guild 

Patrick Media Group 
Uniworld Group 

Capital Cities/ABC Inc. 
New York Woman 

J. Walter Thompson Co. 
The New York Times 
Stroh Brewing 
McCann-Erickson 
Media News Group 
ABC Sports 

Fallon McElligott Rice 
Newspaper Advertising Bureau 
Perception Research 








Network’s hot, but spot is not — Network 
radio hopes for a good year, while national 
spot scrambles to keep up. Aug. p 73. 
Who pays the piper? — Broadcasters seek 
Congressional help to bring harmony to 
music rights. (OD), Oct. p 162. 
Arbitron braces for round two — Arbi- 
tron Ratings/Radio is keeping cool as Birch 
Radio Ratings attacks its dominance. Nov. 
p 52. 

Tax sale fever — Broadcast properties 
scramble to sell stations before the capital 
gains tax goes up. (OD), Nov. p 130. 


“As They See It’’ columns 
on radio: 


Dennis P. McGuire — Buying radio: A 
primer — National, spot, unwired: How 
they can be bought and why. Jan. p 92. 
Dennis P. McGuire — The switch pitch 
— A buyer offers advice on avoiding static 
in a switch pitch. May p 112. 

Stephen H. Martin — Fear of radio — 
Radio can be every bit as effective as tv, 
and at a lower cost. June p 98. 

Hugh O’Brien — The emerging medium 
of the 80’s — Radio has learned to play its 
strengths. July p 142. 

Sam Michaelson — Matching the musical 
message — Music can make or break an 
advertising message. Aug. p 133 

Donna Campanella — Radio and pro- 
motions: A unique relationship, a tricky 
business — Chiquita Banana example. 
Nov. p 96. 

Dennis P. McGuire — Mega-reps: What’s 
good, what’s bad — They are time-savers, 
but have the potential for pricing abuse. 
Dec. p 94. 
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RATES/BUDGETING 


Is off-card on target? Should magazine ad 
rates be negotiated? Two differing opin- 
ions. (PCP), Apr. p 146. 

Determining the funds, deciding the buys 
— A five-part plan for deciding the whys 
and wheres of cable funding. (Willhoft — 
ATSI), May p 109. 

Negotiating rates — What’s next? — Ne- 
gotiated rates and discount plans may be 
undermining the magazine medium. (Ja- 
coby — ATSI), May p 110. 

The dollars & sense of national ad rates 
— They’ ve said it before and they’ll say it 
again: close the differential gap. (Cohen — 
ATSI), May p 119. 

Media cost forecast — 1987 — The year 
promises to be problematic — proceed with 
caution. Aug. p 34. 

Entering some grey clouds — Fasten your 
seatbelts. It’s going to be a bumpy flight. 
Aug. p 37. 

Bates rates CPM performance — A com- 
prehensive overview of CPM changes from 
1976 to 1985. Aug. p 45. 

Television: What a difference a year 
makes! — Television’s robust rate hikes 
of the past are being tempered. Aug. p 52. 
Cable: rate consensus: ‘‘It’s a discount 
store’’ — Try as they might, cable has to 
look elsewhere to up revenues. Aug. p 65. 
Radio: Network’s hot, but spot is not — 
Network radio hopes for a great year, while 
national spot scrambies to stay up. Aug. p 
73: 

Magazines: Can publishers jump the 
hurdles? Despite some strengths, many 
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factors are working against consumer mag- 
azine publishers as they eye rate increases 
for 1987. Aug. p 83. 

Business Press: Anthing but business as 
usual — With the cost of publishing down, 
agencies expect a cooling of trade book cost 
trends. Aug. p 93. 

Newspapers: A clash over how much is 
too much? — Publishers are caught be- 
tween mounting costs to upgrade their 
newspapers and stubborn resistance from 
buyers. Aug. p 101. 

Outdoor: The race gets going for new 
business — New strategies and creative 
options are helping outdoor offset liquor 
and tobacco losses. Aug. p 110. 

Yellow Pages: Competition cools a fran- 
tic pace — The Yellow Pages industry ad- 
justs to new business realities. Aug. p 117. 
Directing Marketing: It looks like more 
of the same — -With postage and paper 
under control, only inflation is expected to 
affect direct marketing costs. Aug. p 123. 
Rating people meters — Anticipated cost 
increases in individual media. (PCP) Aug. 
p 147. 

Too good to be true — As media costs 
increase, sales promotion becomes even 
more cost effective. (SP), Aug. p 152. 
Costing out marketing — McGraw-Hill 
research shows percent of sales spent in 
marketing efforts. (TT), Aug. p 154. 
Multi-year contracts on the card (mag- 
azines). (PB), Oct. p 17. 

How to ask for more — Merchandising 
allowances, cire guarantees and premium 
positioning are ways to justify magazine 
rates. (Connolly — ATSI), Oct. p 122. 


Cost trends (monthly) 
Jan. p 108 
Feb. p 142 
Mar. p 134 
Apr. p 146 


May p 146 
June p 138 
July p 156 
Dec. p 142 


RESEARCH 


Get to know your cohorts — Cohort anal- 
ysis measures attitudinal and behavioral 
changes among people born in the same 
period. (TT), Feb. p 144. 

Single-source data: A help — As single- 
source data gets closer, some worry that it 
will be a Pandora’s Box. (TT), Mar. p 132. 
Media’s Micro Age — The personal com- 
puter is living up to its promise of revo- 
lutionizing the media department. Apr. p 
34. 

Media’s primary numbers — Review of 
sources for media data. Apr. p 40. 
Auditing the auditors — Some members 
claim the Audit Bureau of Circulations’ 
rules have outlived their usefulness. Apr. 
p 73; Update Nov. p 30. 
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Through-the-book for the metalworking 
market — A new readership measurement 
may lead to a syndicated study for the 
metalworking industry. (TT), Apr. p 150. 
Research’s new know-it-alls — Infor- 
mation Resources Inc., Burke Marketing 
Services and A.C. Nielsen are vying to at- 
tain leadership in the test marketing field. 
May p 74. 

How to avoid test marketing traps — Ten 
points from Campbell’s marketing pi- 
oneers. May p 90. 

How to pick the best new product lab- 
oratory — Ira Weinblatt of DFS explains. 
May p 92. 

UPC: Super spy — After a decade of 
promise, the Universal Product Code and 
supermarket scanners are living up to their 
billing. May p 96. 

Who does what in scanning? List of re- 
search services using electronic scanning 
equipment. May p 97. 

The data distribution debate — Simmons 
and Mediamark Research are bypassing the 
on-lines and distributing their data them- 
selves. (TT), June p 132. 

Productivity and the learning curve — 
If you can’t measure the effect of advertis- 
ing, how can you improve its productivity? 
(LW), June p 144. 

The race to replace memory — Leo 
Weinblatt is toying with two high-tech 
measurement devices that offer detailed 
media use information. (TT), July p 166. 
Rating people meters — There are strong 
feelings on either side of the issue. (PCP), 
Aug. p 148. 

The Simmons/Scarborough split — Will 
the split leave newspapers orphans in the 
mixed-media planning forces? Oct. p 93. 
Reservations about single-source [re- 
search]. (Papazian — ATSI) Oct. p 104. 
Arbitron braces for round two — Arbi- 
tron Ratings/Radio is keeping cool as Birch 
Radio Ratings prepares to attack its dom- 
inance. Nov. p 52. 

Geo-demographics and the ty buy — A 
formula to make broadcast buying more ef- 
ficient. (TT), Dec. p 146. 


““As They See It’”’ columns 

on research: 

Meryl Hammond — The basics of market 
research — To get the most out of your 
research money, you have to start with the 
basics. Mar. p 93. 

Hugh O’Brien — Making one of the oldest 
tools — Competitive advertising weight, 
not expenditure reports, gives you the in- 
formation you most need. Apr. p 114. 
Stacey Lippman — How much frequency? 
— It’s time for a change in thinking re- 
garding frequency. May p 116. 

Beverly O’Malley — Video to go — 
Where does advertising fit into the VCR 
revolution? June p 96. 
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Stephen P. Phelps — Planning — Media 
planning: the measurement ... gap — 
There’s more to planning than crunching 
numbers. Consider the qualitative angle. 
July p 148. 

Meryl Hammond — Creative focus 
groups: Uses and misuses — While useful, 
findings from focus groups should be kept 
in proper perspective. July p 154. 

Debbie Solomon — Reader panels: An un- 
sung opportunity — Reader-panel data may 
not be nationally projectable but the num- 
bers can still be valuable. Dec. p 100. 


oo Sn rR RS RR 
SALES PROMOTION 


Games in the cereal bowl — Quaker Oats’ 
Cap’n Crunch brings back games to cereal 
promotion. Feb. p 148. 

A target by any other name — Co-op 
couponers are learning the targeting game. 
Mar. p 130. 

A cautious look at couponing — 1985 saw 
ia Slowing of the growth of this promotional 


stactic. Apr. p 156. 
* PMAA hes an upward look — The pro- 


motion industry looks at the past and future. 
May p 156. 

Promotion’s golden oldies — What’s 
new? Just new spins on old ideas. June p 
140. 

The 1985 annual report — Detailed re- 
view of investments and how they compare 
with other media placements. July p 170. 
Too good to be true — As traditional me- 
dia costs rise, sales promotion becomes 
more cost effective. Aug. p 152. 
Promotions, advertising . . . and theory 
— Kenneth Wisniewski, University of Chi- 
cago, outlines the need for research on sales 
promotion. (LW), Aug. p 160. 

Open house at promotion agencies — 
Sales promotion agencies are on the fast 
track, Sept. p 126. 

Sampling the options — Sampling re- 
mains a viable promotion once you get 
around the high costs. Oct. p 168. 
Making peace with advertisers — Sales 
promotion and advertising can be blended. 
Nov. p 122. 

1987: more dates, more money — The 
rumor mill around free-standing inserts has 
been put to rest. Dec. p 144. 


oA iE A Re 
SUNDAY MAGAZINES 


How to get something extra — The use 
of supplements and special editorial sec- 
tions can add a new twist to newspapers. 
(Jacoby — ATSI), Feb. p 131. 

Not simply on Sunday — Gannett allows 
distribution of USA Weekend on Friday or 
Saturday. (PB), Aug. p 17. 


February 1987 


SAE ARITA ne RR 
TELEVISION 


Special Report: Advertiser-supported 
syndication. Jan. p 63. 

All signs point to barter boom — Barter 
syndication has earmarks of becoming big- 
ger as more first-run programing vies for 
airtime. Jan. p 64. 

Two very different buys — How Kraft 
and General Mills regard syndication, and ° 
how buys are made. Jan. p 74. 

Life after the networks — Born-again 
programing is offering attractive options in 
syndication. Jan. p 78. 

CBS thinks tough/King keeps cool — 
Tony Malara, president of CBS TV Net- 
work, shares his thoughts on the value of 
barter; Roger King, King World Produc- 
tions, replies. (PCP), Jan. p 84. 

How national is national network tele- 
vision? A network buy does not necessarily 
mean 100% coverage of the U.S. (Banks 
— ATSI), Jan. p 86. 

A 15-second time bomb — The solo :15 
commercial: What is this innovation going 
to do to other media? Feb. p 36. 
Scattered dreams — A buyers’ dream 
scatter market proved to be a wishful 
dream. Feb. p 46. 

Street talk — Predictions by L. F. Roths- 
child for the current tv season. (EE), Feb. 
p 142. 

Kicking around — Few deals were signed 
at the NATPE convention, but the barter 
boom is not over. Mar. p 52. 

See spot jump — The national spot tv mar- 
ketplace is tightening as advertisers show 
growing interest in regional markets. Apr. 
p 65. 

Zapping: Not just a media problem — 
Zapping is a very real problem, but the hype 
is not going to help. (Papazian — ATSI), 
Apr. p 103. 

D.C. tunes in on the dish issue — Ann 
Lallande updates the talk on the satellite 
dish industry. (OD), Apr. p 138. 

The sky’s the limit — New advertister- 
supported tv networks are springing up 
across Europe. May p 58. 

The FCC’s sweeping broadcast changes 
— The FCC continues unabated in its ef- 
forts to deregulate the tv broadcast scene. 
(OD), May p 150. 

As the daytime turns — Will declining 
audience numbers force advertisers into 
other dayparts or media? June p 30. 
What a difference a year makes — Tel- 
evision’s robust hikes of the past are being 
tempered. Aug. p 52. 

Fox sets sail — Murdock’s Fox Broad- 
casting effort to launch a fourth network 
may be risky but well worth it, Sept. p 39. 
Reps rap the direct deal — When tv sta- 
tions and buyers talk, their reps can get left 
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— minus a commission. Oct. p 55. 

Who pays the piper? — Broadcasters seek 
Congressional help in bringing harmony to 
obtaining music rights. (OD), Oct. p 162. 
Commercials in context — Robert Pitts 
writes about the effects of program content 
on ad messages. (LW), Oct. p 176. 

The winds of tv pricing — Favorable net- 
work tv pricing gains further leverage. 
(Kaatz — ATS), Nov. p 83. 

Tax sales fever — Broadcast properties 
scramble to sell before the capital gains tax 
goes up. (OD), Nov. p 130. 

Frequency and learning — How quickly 
the target learns the ad message, and not 
recall, may be the key to optimum fre- 
quency. (LW), Nov. p 144. 


““As They See It” columns 

on television: 

Larry Kelley — In search of a better deal 
-— A look into the viewing patterns of non- 
prime time television. Jan. p 89. 


Following are issue dates to 
earlier years’ editorial material: 


1985 March 1986 
1984 February 1985 
1983 February 1984 
1982 February 1983 
1981 February 1982 
1980 February 1981 
1979 May 1980 
1977-78 March 1979 
1976 April 1977 
1975 February 1976 
1974 May 1975 
1973 May 1974 
1972 April 1973 
1971 March 1972 
1970 February 1971 
1969 March 1970 
1968 January 1969 











Stephen H. Martin — The time for alter- 
natives — Alternatives can be every bit as 
effective as a network buy at less cost. Feb. 
p 129. 

Donna Campanella — To halve and have 
not — The 15-second commercial demands 
that media and creative must work closer. 
Apr. p 106. 

David Lerner — Looking at number one 
— There are lessons to be learned in the 
success of the Cosby Show. June p 86. 
Janet Bray — Finding a fit for :15’s — 
Three strategies for making the most of a 
:15. Sept. p 90. ; 
Betsy Frank — When VCR meets NBC 
— There’s proof that VCR owners do not 
have a hate for network tv programs. Oct. 
p 106. 

Jerry Hamilton — 15-second effective- 
ness — Look before you leap. Nov. p 90. 
Jeanette Gatto — The quality tv buy — 
You can sell anything if you select the 
proper programs. Dec. p 104. 





SUBJECT/PRODUCT INDEX (Feature articles indicated in bold) 


Access time — Apr. p 144 (BB) 

Advertiser-sponsored programing — 
May p 143 (BB) 

Advertiser-sponsored VCR — June 
p 96 (ATSI) 

Advertiser-supported cable network — 
Feb. p 78 

Advertiser-supported cassettes. Oct. 
p 8 (FF) 

Advertiser-supported home video — 
May p 49 

Advertiser-supported network — May 
p 58. 

Advertiser-supported syndication — 
Jan. p 63 

Advertiser-supported tv — June p 127 
(BB) 

Advertorials — Jan. p 18 (PB), p 90 
(ATSI) 

Advertising, current attitudes toward 
— Apr. 
p 108 (ATSI), Sept. p 136 (LW) 

Advertising, importance of — Feb. 
p 150 (LW) 

Advertising, regulation — Feb. p 138 
(OD) 

Advertising volume — 
Coen — Sept. p 12 (DM) 
Cable — Feb. p 78 
Spot radio — Oct. p 152 (EE) 
Television — Sept. p 119 (BB) 

Airlines — SS p 91, Feb. p 32 (CC) 

Alcoholic beverages — Jan. p 10 
(FU), 98 

Alternative media — Feb. p 36, 129 
(ATSI) 

Animated characters — May p 28 
(CC) 


Apple juice — Sept. p 101 
Appliances — Jan. p 58, SS p 29 
Art — Sept. p 34 (CC) 
Asian-American market — Oct. p 74 
Athletic shoes — SS p 34, June 

p 103, Nov. p 74 
Attacks on advertising — Feb. p 138 

(OD), Oct. p 44 

See also: Bans, advertising 


’ Audience measurement (Bdcst.) — 


Apr. p 4 (PRO), June p 88 (ATSI), 
Aug. p 146, Nov. p 52 
Audience measurement (Print) — Jan. 
p 28 (NIM), Apr. p 105 (ATSI) 
Autos — SS p 83, July p 125, Aug. 
p 26 (UD) 
Awards — May p 156, June p 24, July 
p 30 


Baby food — Oct. p 62 

Bans, advertising — Mar. p 86 (ATSI), 
Sept. p 121 (OD), Oct. p 44 

Barter — Jan. p 40, 64, 74, 84, Feb. 
p 135 (BB), July, p 159 (BB), Nov. 
127 (BB) 

Believability of advertising — Sept. 
p 136 (LW) ‘ 

Black market — Mar. p 30, 44 

Book reviews — Oct. p 166 (ist 
Column), Nov. p 132, Dec. p 132 

Born-agains — Jan. p 78; see also 
Syndication 

Brandies — Jan. p 98 

Business-to-business marketing — 
Jan. p 8 (DM), June (pullout 
special) 

Buying direct — Oct. p 55 


Cable, ad volume — Feb. p 78 
Cable, audience measurement — 
Feb. p 80, May p 34 (FF) 
Cable and VCR — May p 34 (FF) 
Cable, awards — July p 30 (FF) 
Cable, codes to abbreviations — Feb. 
p 100 
Cable, growth — Feb. p 78, May 
p 146 (EE) 
Cable, pay-per-view — Feb. p 90, 
May p 34, July p 30, Sept. p 8 (FF) 
Cable, programing — Feb. p 82, 84, 
Aug. p 6 (FF), Nov. p 20 (FF) 
Cable, shop-at-home — Aug. p 6 (FF) 
Cameras — Apr. p 55, May p 125 
Campbell's corner — June p 18 (PB), 
Dec. p 18 (PB) 
Cannibalization — Feb. p 58, Mar. 
p 61, Oct. p 70 
Capital gains tax — Nov. p 130 (OD) 
Careers — May p 148 (PCP) 
Cartoon characters — May p 28 (CC) 
Catalogs — Feb. 28 (DM), Sept. p 28 
(UD), Dec. p 22 (DM) 
Catazines — Mar. p 6 (UD) 
Cedar chests — Feb. p 129 (ATSI) 
Censorship — July p 18 (PB), Aug. 
p 150 (OD), Nov. p 24 (CC) 
Cereals — Feb. p 148 (SP) 
Charity promotions — Nov. p 122 
(SP) 
Checkerboards — Apr. p 144 (BB) 
Children and tv — Feb. p 136 (BB) 
Cigarettes — Mar. p 86 (ATSI), Oct. 
p 44 
Client conflicts — July p 38 
Closed captions — Feb. p 34 (DB) 
Closed-circuit tv — Nov. p 8 (DB) 
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Code of ethics — Apr. p 108 (ATSI) 
Cohort analysis — Feb. p 144 (TT) 
College market — Nov. p 8 (FF) 
Colorization — Dec. p 8 (FF) 
Comeback — SS p 14, 83, Oct. p 62 
Compact disc — SS p 62 
Community advertising — June p 73 
Computers — Jan. p 38 (HW) 
“Cold War’ copy concepts — Mar. 
p 26 (CC) 
Controversial products — Sept. p 136 
(LW), Oct. p 32, Nov. p 24 (CC) 
Co-op mailing — Mar. p 130 (SP) 
Copiers — Nov. p 103 
Copy testing — July p 166 (TT) 
Cordials — (an. p 98 
Corporate advertising — June p B34 
Cosmetics — SS p 53 
Coupons — Jan. p 8 (DM), p 20 (SP), 
Mar. p 130 (SP), Apr. p 10 (DM), 
156 (SP), July p 22 (DM), 173 (SP), 
Nov. p 124 (SP), Dec. p 144 (SP) 
Courier services — Aug. p 137 
Credit cards — Sept. p 45 


Daytime tv — June p 30 

Dealer tags — Apr. p 30 (FF) 

Direct broadcasting satellite — Mar. 
p 22 (FF) 

Directory advertising — May p 65 

Dishes, satellite — Sept. p 8 (FF) 

Dolls — SS p 76 


Economic Eye — ist column — Fek. 
p 142 

Economics of advertising — Feb. 
p 150 (LW) 

Economy — Feb. p 140 (PCP), Aug. 
p 37 

Educa-torial — Oct. p 32 (CC) 

“800” numbers — Aug. p 22 (DM) 

Electronic publishing — May p 49 

Electronic test marketing — May p 74, 
90 

Ethnic marketing — Mar. p 130, Sept. 
p 78, Oct. p 74, 154 (TT) 

Exercise equipment — June p 104 


Fashion magazines — Mar. p 72 

FCC — May p 150 (OD), June p 130 
(OD), Nov. p 130 (OD) 

15-second commercials — Feb. p 36, 
Apr. p 106 (ATSI); see also Stand- 
alones, Split :30’s 

Financial ads — Nov. p 22 (DM) 

Financial public relations — Mar. p 66 

Firearms — June p 103 

Fishing equipment — June p 104 

Flex-time — June p 136 (PCP) 

Floppy disk — Nov. p 52 

Focus groups — July p 154 (ATSI) 

Food, ethnic — Sept. p 78 

Forecast, economy — Feb. p 140 
(PCP) 
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Format, radio — Apr. p 85, Aug. 
p 133 (ATSI) 

Format, M&MD (new) — Feb. 1986 

Franchisees — Mar. p 85 (Med) 

Free-standing inserts — Jan. p 8 
(DM), Feb. p 28 (DM), Mar. p 130 
(SP), Apr. p 156 (SP), Aug. 152 
(SP), Dec. p 144 (SP) 

Frequency — May p 116 (ATSI), June 
p 85 (Med), Nov. p 144 (LW) 

Frozen food — Feb. p 54 

Fruit juice — Sept. p 101, Nov. p 28 
(correction) 

FTC — Feb. p 138 (OD), Aug. p 150 
(OD) 


Gender — Mar. p 136 (LW) 
Geo-demographics — Dec. p 146 (TT) 
Global advertising — May p 58 

Golf equipment — June p 104 
Government advertising — June p 73 
Grape juice — Sept. p 101 

Grapefruit juice — Sept. p 101 

Group buys — Nov. p 67 

Guarantees, rate — May p 107 (Med) 


Healthcare market — Mar. p 128, Apr. 
p 96 
Hearing impaired tv — Feb. p 34 (DB) 
Hispanic market — Sept. p 78, Oct. 
p 155 (TT) 
Home electronics — Jan. p 58, SS 
p 62 
Home video cassettes — Oct. p 8 
(FF) 
Hotels — Mar. p 85 (Med), Oct. p 129 
Humor in advertising — June p B10 


Ice cream — June p 38, Nov. p 26 
(UD) 

Image advertising — June p B34 

Impulse buying — Jan. p 20 (SP) 

Incentives — July p 170 (SP) 

In-house — Mar. p 126 (PCP) 

In-store merchandising — Jan. p 20 
(SP) 

Inserts — Jan. p 8 (DM), Feb. p 28 
(DM), Mar. p 130 (SP), Apr. p 156 
(SP), Aug. p 152 (SP), Sept. p 18 
(PB), Dec. p 144 (SP) 

Insurance, health — Mar. p 128 (OD) 

International advertising — May p 58, 
152 (TT) 

Issue advertising — Apr. p 20 (CC), 
June p 128 (BB), Sept. p 120 (BB) 

Issue advertising, tracking publicity — 
Dec. p 138 (OD) 


Jobs in media — Nov. p 34 


Kaufman, Lionel, Decisions’ print 
editor, retires — Jan. p 48 


February 1987 


Learning — Nov. p 144 (LW) 

Learning curve — June p 144 (LW), 
Aug. p 20 (Let) 

Licensing — Sept. p 56 

Liberty Weekend — July p 157 (EE) 

Light bulbs — Oct. p 159 (BB) 

Line extensions — see New product 
introductions 

Liquers — Jan. p 98 

Liquor — Jan. p 10 (FU), Sept. p 34 
(CC), Oct. p 44, Nov. p 30 (UD) 

Local magazines — May p 40 


“Made in the U.S.A.” — Mar. p 6 
(UD), May p 24 (Let) 

Magalogs — Sept. p 28 (UD) 

Magazines, retailer-sponsored — Oct. 
p 18 (PB) 

Mailing lists — Aug. p 22 (DM) 

Marketing & Media Futures — Jan. 

p 36, Aug. p 32, Oct. p 36 

Marketing & Media Week — Feb. p 20 
(UD) 

Marketmap — Feb. p 62 (Detroit), July 
p 132 (Dallas) 

Media All Stars — 1st awards — Dec. 
p 33 

Media buying service — Apr. p 143 
(BB) 

Media promotion — Feb. p 126 (Med), 
July p 141 (Med), 151 (ATSI), Sept. 
p 66 

Media reps — see Representatives 

Media research — July p 166 (TT), 
Oct. p 22 (UD), Oct. p 93, Nov. 

p 52 

Media training — June p B14 

Merchandising — Apr. p 110 (ATSI), 
Sept. p 66, 116 (PCP) 

Mergers — June p 20 (UD), July p 34, 
Nov. p 42 

Micro-computers — Apr. p 34 

Micro-encapsulation — Jan. p 24 (UD) 

Minority agencies — Mar. p 30, Oct. 

p 22 (UD) 

Minorities — Oct. p 74, 154 (TT) 

Motels — Oct. p 129 

Movie cassettes — May p 49 

Music — Aug. p 133 (ATSI), Oct. 

p 162 (OD) 
Must-carry — June p 130 (OD) 


Nai! polish — SS p 53 

Naming products — July p 10 (CC) 

Negotiated rates — Jan. p 90 (ATSI), 
May p 110 (ATSI); see also Rate 
cutting 

New product introductions — Mar. 
p 60, SS p 14, 23, 29, 34, 53, 62, 
71, 76, 83, 91, Apr. p 55, May p 90, : 
Oct. p 62 


Office equipment — SS p 71, June p 
B10 


MARKETING & MEDIA DECISIONS 





Off-network programing — Jan. p 78 

Oprah Winfrey/Phil Donahue — Nov. 
p 28 (UD) 

Orange juice — Sept. p 101 


Paint — June p B11 

Part-time work — June p 136 (PCP) 

People meters — June p 88 (ATSI), 
Aug. p 129 (Med), 148 (PCP), Oct. 
p 104 (Med), 124 (ATSI) 

Perfume — Dec. p 111 

Personal computers — Apr. p 34 

Pineapple juice — Sept. p 101 

Planning media — July p 148 (ATSI) 

Point-of-sale — Jan. p 20 (SP) 

Position in newspapers — June p 17 
(PB), Nov. p 98 (ATSI) 

Predictions — Feb. p 140 (PCP), Mar. 
p 134 (EE), Apr. p 148 (EE), June 
p 138 (EE), Aug. p 37 

Print vs. tv — Feb. p 32 (CC) 

PRIZM — Dec. p 104 (ATSI), 146 
(TT) 

Productivity — June p 144 (LW) 

Programing — Jan. p 64, 74, 78, 84 

Publicity tracking — Dec. p 138 (OD) 

Publishers’ statements — Sept. p 94 
(ATSI) 

Public utility ads — Oct. p 24 (UD) 

Purchase influence studies — Mar. 
p 17 (PB) 

Purchasing habits — Jan. p 20 (SP) 


Rate bases — Nov. p 17 (PB), 89 
(ATSI) 

Rate cards — Jan. p 90 (ATSI), Apr. 
p 146 (PCP), Nov. p 67 

Rates, discounts — Nov. p 67 

Rate cutting — Apr. p 147 (PCP), 
Aug. p 132 (ATSI), Sept. p 116 
(PCP), Oct. p 122 (ATSI), Nov. 
p 100 (ATSI) 

Rate differential — Feb. p 17 (PB), 
Mar. p 18 (PB), 90 (ATSI), May 
p 119 (ATSI) 

Rate disk — Nov. p 67 

Rate guarantees — May p 107 (Med) 

Rate negotiation — Jan. p 90 (ATSI) 

Ratio of sales/marketing costs — Aug. 
p 154 (TT), Nov. p 122 (SP) 

Razors — Jan. p 8 (DM) 

Reach — June p 92 (ATSI) 

Readership — Apr. p 104 (ATSI) 

Reggie awards — May p 156 (SP) 

Regional magazines — May p 40 

Regional marketing — Apr. p 65, Aug. 
p 18 (PB) 

Remote control — Mar. p 22 (FF) 

Repetition — Nov. p 144 (LW) 

Representatives, media — Feb. p 132 
(ATSI), May p 112 (ATSI), Aug. p 
129 (ATSI), Oct. p 17 (PB), 55, 
Dec. p 94 (ATSI) 

Results, measuring — June p 144 
(LW), Aug. p 20 (Let) 


Revenue, magazine scorecard — Feb. 
p 142 (EE); see also Magazines 


Satellite dishes — Apr. p 136 (OD) 

Sales tax — July p 163 (OD) 

Sampling — Jan. p 8 (DM), Sept. p 16 
(PB), Oct. p 20 (DM), 168 (SP), 
Nov. 22 (DM), 24 (DM) 

Scanners — May p 96, Oct. p 104 
(Med), Nev. p 120 (PCP) 

Scatter market — Feb. p 46, Mar. 

p 52, Oct. p 159 (BB) 

Scented-insert advertising — Jan. 

p 24 (UD) 

Science magazines — Mar. p 6 (UD) 

Scorecard, cable — Feb. p 100 

Sex — Oct. p 32 (CC), Nov. p 24 
(CC) 

Sex and advertising response — Mar. 
p 136 (LW) 

Shared :30’s — Feb. p 36; see also 
Stand alone :15’s, 15-second 
commercials, split 30’s 

Share of mind — June p 92 (ATSI) 

Shelf-space management — Nov. 

p 120 (PCP) 


_ Shoes — SS p 34, Nov. p 74 


Shopping habits — Jan. p 20 (SP), 38 
(HW) 

Sign language — Feb. p 34 (DB) 

Sign-ons — Sept. p 120 (BB) 

Single-source data — Mar. p 132 
(TT), Oct. p 104 (Med) 

Ski equipment — June p 104 

Skin books — p 18 (PB) 

Smokeless tobacco — Apr. p 140 
(OD) 

Soup — Mar. p 60, May p 90, Oct. 
p 24 (UD) 

Soft drinks — SS p 23, June p 22 
(UD), Aug. p 26 (UD), Dec. p 132 

Solo 10’s — Feb. p 32 (CC) 

Source licensing — Oct. p 164 (OD) 

Special sections — Jan. p 90 (ATSI) 

Split 30’s — Jan. p 95 (BB), Feb. p 
36, Apr. p 106 (ATSI), Sept. p 90 
(ATSI) 

Sponsored video — Oct. p 8 (FF) 
Stand-alone :15’s — Jan. p 95 (BB), 
Jan. p 84 (PCP), 95 (BB), Feb. p 

36, Apr. p 106 (ATSI), June p 128 
(BB), Sept. p 90 (ATSI), Nov. p 90 
(ATSI); see also Split :30’s 
Syndicated research — Apr. p 36, 
Oct. p. 22 (UD), 93 
Syndication — Jan. p 40, 63, 64, 74, 
78, 84, 96 (BB) 


Tagging — Apr. p 30 (FF) 

Targeting — Nov. p 88 (ATSI) 

Tax, ad — Apr. p 18 (PB), 136 (OD) 

Taxes — July p 163 (OD) 

Teenagers — Jan. p 38 (HW) 

Theaters, advertising in — Apr. p 143 
(BB), Aug. p 24 (CC) 


Tele-communications — Apr. p 8 
(UD), Oct. p 24 (UD) 
Telephone service, selling — Oct. 
p 24 (UD) 
Tennis rackets — June p 104 
10-second ads — Feb. p 32 (CC) 
Test marketing — May p 74, 90, 96, 
160 (LW) 
Tires — Apr. p 30 (FF) 
Tobacco — Sept. p 121 (OD), Oct. 
p 44 
Toys — SS p 76 
Toli-free number — Aug. p 22 (DM) 
Toothpaste — Apr. p 8 (UD) 
Top advertisers — 1985: 
TV — Aug. p 60 
Cable — Aug. p 66, 68 
Radio — Aug. p 74, 75 
Magazines — Aug. p 86, Oct. p 4 
Newspapers — June p 49, Aug. 
p 106 
Outdoor — Aug. p 114 
Tourism — June p 73 
Trade names — July p 10 (CC) 
Trial sizes — Oct. p 168 (SP) 
Training — Feb. p 22 (UD) 
Travel — SS p 91, June p 73, July 
p 14 (UD) 
Traveling displays — May p 32 (DB) 
Trucks, light — Feb. p 113 
Truth in ads — Feb. p 138 (OD) 
Tv show promotion — SS p 41 
Tv vs. print — Feb. p 32 (CC), 36 


Universal Product Code — Mar. p 132 
(TT), May p 96 

Unwired networks — Jan. p 92 
(ATSI), Dec. p 94 (ATSI) 

Up-front buying — Feb. p 46, Mar. 
p 52, Apr. p 65, May p 143 (BB) 


VALS — Dec. p 104 (ATSI), 146 (TT) 

VCR — Feb. p 90, May p 34 (FF), 49, 
Oct. p 106 (ATSI) 

VCR penetration — June p 28 (FF), 
96 (ATSI) 

Video cassettes — May p 49, Sept. 
p 8 (FF) 

Video games — Feb. p 28 (DM) 

Video publishing — May p 49 

Voxbox — Dec. p 135 (BB) 


Walking shoes — Nov. p 74 

Weather Channel — Apr. p 30 (FF) 

Wine coolers — June p 20 (UD) 

Work hours — June p 136 (PCP) 

Working women — May p 118 (ATS), 
June p 136 (PCP), Oct. p 156 (TT) 

Yellow Pages — Feb. p 18 (PB), May 
p 65, Aug. p 28 (UD), 117, 130 
(ATSI) 

Yogurt — Nov. p 59 

Zapping — Feb. p 80, Apr. p 103 
(Med), May p 49 





